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FOREWORD 

' During June of 1971 the Ohio Department of Education sponsored aria coordinated a Curriculum 
Workshop for the purpose of developing specialized supplements to the Consumer Education Curriculum 
Guide for Ohiol Grades K- 12. More than eighty teachers and teacher educators,; re|)fesenting nine dif- y 
ferent subject areas attehded/ Each of them contributed significantly to the new guidelines. 

Special acknowledgements /are due Mrs. Sonia Cole, Assistant Director, Vocational Education, 
J^ome Economics ISection, who has provided continual leadership in Consumer Education, '►Dr. Robert 
Goble, Professor of Education, Miami University, who served as Project Director in developing these 
supplements^'Mrs. Margaret Driver and. Miss Barbara Reed, Supervisors in Vocational Home Economics, 
Mr. Dennis- Lupher, Consumer Economic Education' Supervisor, Vocational Educatioiv Division, and Dr. 
Robert Myers, Associate Dean, School of Business Administration! Miami University. 

In addilibn, special appreciation is extended to' the . fqllo^ing persons for their contributions. 
Mr. Sam Blaskey,. Officer of Consumer Affairs, Execiitive Officp.df tite President, Washington,^ 
D.C.' ' ' '[r' '- . - ' ■ / ■ 

Mr. Paul Coleman, Executive Council, Department of Welfare, Statj^ of O'hio 
Mr. Roger Downing, Executive Vice President, Ohio C^ 
Mr. Solopion Harge, Director, Consumer Protectioh, Cleveland, Ohio 
b ^ Mr. Byron HoUinger, Director of Schpol Relati0ns,vQhio Council' on Economic Education 
Mr. Robert R. iaWck of plco(t Forward Co. ^ ^ * \ 

.Dr; Harlan Miller, Executive Secretary, Council on^mily Finance Education- & Educational 
Director, institute of Life /Insurance 
^^•Mr. Robert R. O'Reilly, Director of Changing Times Education Service 
^ Mr. H. Lester Rupp, Grclier Education Cprpraration 

Others, too ntimerous to meritioft, have had a^positive influenee on the workshop and^the resulting 
supplements. Their dedication and assistance are genuinely appreciated. 

" ■ ^ / • . • . . ' 

',/'■■', • . . ^ , " ' ■ 

! •'/ Martin W- Essejl, ' 

' / : ^ Superintendent of Public Instruction 



Ohio's ' 

i Advisory Committee on ' 
' Consumer Economic Education 

■ " * TJie Superintendent of Public Instruction, Martin Essex, appointed the Consunier Education Advisory 
Committee to the Ohio £)epartmerit of Education for the purpose of assisting and advising in the develop- 
*ment and enrichment of consumer education program's in the scnools of Ohio. Membership on the commit- 
tee is representative of government, . education,»business and industry.* The committee, coordinated by Nfr. 
C« William Phillips, has provided suggestions in the deVQiopment of several projects in consumer education. 

* Appreciation is extended^ to these members for their advise and counsel which has aided in the devel- 
opment oi^consumer education resource materials. The names of the committee are listed on the following 
page. 
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STATE ADVISORY COMMITTEE ON CONSUME^ ECONOMIC EDU 



Gomniijtiee Ml^mbers 

. //Paul Hv^ Boso 
/Roj^Sr Downing 

Mj-Sf. Betty Du BPoux 

Mrt9. J^an I>uston 

li&ren Giblin 
. Fred Gpare 
i/ - Ella Gf6en 
s ' Dn MeaxI Guthrie 

George *tiammond 

Solomon Harge 

Earl E. ftogan 

Byron Hollinger 

Har^y Imboden 
. KarlM. Kahler - 

Mrs. Helen Malone 

Harry Moore 

Philip Rohr 

Jasper M. Rowland 

Clyde Scfott 

lira C Thompson 

Frank Wagner . 
" Thomas F. Webb 

Joe Young 

State Department Staff Task 
Mr. C. William Phillips 
Mrs, Sonia Cole 
Mr. Robert B. Gates 
Mr. Robert n)Koon 
Mr. Byron Walker 
Mt, J. E. Brown 




Public Relations, Household Finance Corporation / , 

Executive Secret^iry, Ohio Consumer Loan Association 
Vice President , of District Directors, Parent Teachers Association 
League of Wojmen Voters ' , 

Superintendent, Hpbbard Exempted Village Schools , 
Superintendent, Elida Local Schools » 

(IMPACT)^ Program for Disadvantaged Girls, Cleveland City Schools 
Chairman of Business l^ducation. Bowling Green State . Unij/ersity 
Consultant in Consumer and Governmental Affairs, Columbus ' 
Executive Director, Cleveland Consumer Protection Association 
. Superintendeftt, Mount Vernon City Schools .^^1 
Director of School Relations, Ohio Council on Economfe' Education 
Executive Vice President, Dayton Retail .Merchants Association 
Governmental Affairs Director, Ohio State Council of Retail Merchants 
Supervisor of Social Studies, O^nton City Schools 
County Superintendent, Clermfent County Schools ^ : 
Public Relations, J. C- Penney Company 
Akron 'Better Business Bureau^ , 
Assistant Superintendent, Lorain City Sclnoois - 
Cortiptroller, AFL.-CIO ' ; 

/Director of Education, Ohio Credit Union League ^ 
Director of Curriculuna, Middletown City Schools ^ 
Assistant Superintendent, Mad River Local Schools . 

Force on Consumer Education ' 

Chairman— Coordinator, Education Professions Development Ac^ 
Assistant Director for Home Economics, Division of Vocational Eoijjcation 
Supervisor, Industrial Arts ^ / 

Supervisor, Research, Survey, Evaluation and Exemplary Programs 
Supervisor, Social Studies and Humanities 

'Consultant— Director, Division bf^ Elementary and Secondary Education 
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:\ ' INTRODUCTION 

Consumer problems are well ^nown in all socioeconomic groups. However, they are magnified in the^ 
lower strata of the socio-ecqnomic group Jbecause these individuals and families lack experience in dealing 
•with other people, lack legal advice, and lack money to meetjthe urgent needs in their day to day e^cistence. / 

In working with families of limited Jncomes,^the teacher should first-d^e concerned* with the develop- 
ment of human beings, show a sincere warmth an^ interest *and give a feeling of confideiice and privacy. 
The instructor should be a person who is a good listener and relates well to others. She should work with 

\ the W^ngthsijjalents^^ 

. teristics that ar? common to these people such as: feat of failure, authority, and exploitation;'short atten- 
tion span; different language and vocabulary; little experieijce in, group behavior; lack of involvement; 
\ crisis oriented; dislike for school; slower pace of learning; and need for immediate gratification, ^ 

Subject iDiatter should fit the rteeds of the individual and/ or group being taught. Plans should be based 
on immediate: problems and basic needs. Consumer education for those with limited incomes must, avoid 
the imposition of the teacher's values. The instructor's ^role is'ta hef]^ these people develop some skill in 
decision making and become aware of their roles, rights, and responsibilities as a producer, consumer, and 
citizen; but the choice is theirs. ^ 

' The following suggested approaches should act as catalysts for providing new ways of working with 
persons of limited income. ^ ^ • * 

.^^ Guide was developed at a Vocatronal Consumer Education Workshop held in Columbus, Ohio, 

.June 1971, through the cooperative efforts of a committee of tethers who \york in family life or inner city 
programs. It was designed to be used as a supplement to the Consumer Education Currlpulum Guide for 
Ohio, Grades K-12. The Guide can be used with the section on the Socio-economicalLy" Disadvantaged. ^ 
Committee members Wjsre: * \ . 

Mrs. Gertrude Hendricks, Director Mrs. Louise Parks, Consultant 

Family Life Education ' Family Life Education Center 

Youngstown Public School ' Supervisor, Home Living Units 

- Youngstown, Ohio ' .^ Toledo Public School 

Mrs. Julia Brown ^ . , Toledo, Ohio^ ^ 
Consumer Education^Teacher ^ - Mrs. Lennie Hall, Project Director , 

Metropolitan Home and Family Life Family Life Education ^ - 

, Columbus Public School Dayton Public School 

*Coturabus, Ohio - Dayton, Ohio 



Special acknowledgements are due to Mrs, Sonia Cole, Assistant Director Vocational Education, 
Home Economics Section, Miss Barbara Reed and Mrs. Margaret Driver, supervisors in Consumer and ^ 
Homemakirig Education and Mrs. Alberta Thompson, Home Economics* Teacher Educator, Kent State ^ 
University for their leadership in th^ development of the Guide*, ^ ^ ' v 



. /- . . .-. 

Beulah E. Sellers, Director ' * 

SchooJ of Home Economics , ^ - ^ ^ '? 
Ohio University ^ ; 

Athens, Ohio 45701 — ' ^ ^ \ 
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ECONOMIC SYSTEM 





Goods & Services 



Services 





Savings ^ 


[ BUSINESSES 


1 <^ Caoital Goods 










A Goods & Services 
1 Product Market 












Payments ^ 





HOUSEHOLDS 
Voters ' 
Consumers 
Workers 



FIRMS 
Businesses 
Industries 



^ Rent Wafj,es Payments Dividends Piofits 



Factor-Market 
Land. Labor. Capital Management 



ECONOMIC SYSTEM 



OBJECTIVE: The student Jists and defines the identifiable characteristics and goals inherent in the 
economic system* 



CONCEPT 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Characteristics and Goals 

Private ownership 

' Free competitive 
enterprise 



Market System 
Profit motive 



3 



Growth 



*Full employment 



GENERALIZATION: 



. Have students identify services of the local, 
state and federal governments from which 
their community and family indirectly receive 
benefits. 

Discuss sources of money to provide these 
services. Show how the flow of goods, ser- 
vices, and money functions. 



Fiejd trip to a business enterprise in the com- 
munity. Discuss identifiable characteristics 
and goals of the economic system. Identify 
how this particular business contributes to 
the economy* 



Superintendent of Do- 
cuments, U.S. Gov^t. 
Printing Office, Low In- 
come Life Styles ^ 

Natjional Educational 
Television; Tfie Poor Pay 
More 

Warmke; Wyllie, Wilson, 
Eyster, Consumer Eco- 
nomics Problems 



Marketing- Economics 
Division Economic Re^ 
search' Service, Wltat 
Mqkes*Food Prices? 



Freedom to enter c^r exist competitive enterprise, to make profits, to choose and/ or change employ- 
ment, and to^make choices in consuming goods and serviced provides rights with accompanying r6- 
*sponsibilities in a democratic society and market oriented economic system. 

Goals for our economy, established by Congress, include growth, near full employment pf resources, 
stable prices, equitable distribution ofjncome, freedom and justice, and proyid? guidelines for in- 
dividual, business, and government economic decisions. 



ECOPllOMIf:^YSTEM-2 



OBJECTIVE; The student recognize!! the circular nature of^he economy and can interpret a model which 
represent! the flow of goods, services, and inoney* 




SUCJGESTED LEARNING ANR 
E^LUATION EXPERIENCES 



RESOURCES 



!:lreular flow of goods, 
services, apd money 

Consumers 

Producers - 

Money find fmancial 

institutions 

' . • • • 

Interdependence ol . 
economic units 

GNP 



Have the individual select one item of cloth- 
ing which she (recently purchased for tlie 
family. Trace the manufacturing process. 
Show how this relates t^ the flow of goods, . 
services, and money* Examples of- points to 
consider;; / ^ 

What are the raw ipaterials used? 

What labor is involved? 

What government regulationsare involved? 

Analyze what happens to money spent for a 
gallon of milk. How could, the increase or 
decrease in the production of milk affect the 
economic'system. 



^ See Economic System 
Flow Chart 




GENERALIZATIONS; 

Qwx economy functions in a circular flow of goods, Services, and money which results from economic 
decisions made by individuals, businesses, ,and government. ' 

In the American economy, jJeople and>'economic units are dependent upon each other; therefore, ex- 
penditure by one economic unit serves* as income to another/ 

Money is the social invention that acts as the major medium of exchange and serves through financial 
institutions as the catalyst of. economic activity. 



ECONOMIC SYSTEM-3 



OBJECTIVE; The student identifies'the roles of government in the economy and is knowledgeable about 
his rights and responsibilities gs g citizen to promote appropriate legislation and services to 
the benefit of the^whole Economy. *^ \ _ \ 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Have students examine recenj- legislation 
which has been passed such aS guaranteed 
income. Discuss the effect of this new legisla- 
tion on his family and the total economy; ex- 
amine his rights and responsibilities, as a citi- 
zen to understand , the total effect of pending 
legislation and how his vote affects his family 
as well as the total economy. " 



Local Newspaper 

Congressman and local 
officials to come out and <^ 
talk to students. , ' 



Role ofgovernment " 

Legislator 

Regulator. , 

Employer 

Consumer 

Determiner of fiscal • 
and monetary policy 

GENERALIZATION:* * 

In the American economic system, government serves as regulator and coordinator of economic ac- 
tivity, a determiner of fiscal and monetary policies, and an emj^loyer as well as a consume^; therefore, 
the individual should be an informed citizen-voter in order to communicate his views concerning his 
own interests and the general welfare to fhe proper government channels. • 
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ECONOMIC SlYSTEM-l ^ * > 

OBJEGTIVE: The student differentiates the effects of labor organizations and businesses on the economy 
and identifies their functions so that he «an relate their operation to his^ture roles. < 



SUGGESTED LEARNING AND 
CONCEPTS EVAI.UATION EXPERIENCES' RESOURCES 

Labor and business A particular business in the community could Persons who have ex- 

^ , not reach agrement with thi^ labor union and > perienced strikes & their 

Roles as a result many departments were closed effects. 

^ down until an agreement was reached. Dis- ' * 

*^JEffecte » , „ cus§ the effects upon individuals and the 

. economy, as a result of this strike. 

GENERAUZATIONS: - ' ; 

^abor-management relations are a tnatter t)!- public c6ncera?^herefore, citizens need to understand 
the rights as well-as the responsibilities of labor and management in maintaining a climate^ of coopera- 
tion and incentive for high productivity and stability* 

The individual can play an intelligent role in labor-managemdnt relations^, whether as a union mem- ^ 
ber, a represe^ntative of management, an arbitrator, or a citizenrvote^ 



ECONOMIC SYSTEM--S 



OBJECTIVE; The student is knowle||geable the effects of the earning, spending,^aving, and bor- 
rowing habits of consumers on the economy* . 



CONCEPTS 



SUGGESTED LEARNING AND ( 
EVALUATION EXPERIENCES 



RESOURCES 



Fluctuations, in the econ* 
omy . 

Prosperity * , 

Employment 

Productivity^ 

Inflation ** - 



Have students identify^ items which •have' 
fluctuated in price throughout the past year^;- 
Investigate why there were price fluctuation^. 

Analyze the effect price fluctuation has on the: ^ 
retired ^ 

female head of household on welfare of ' 

ADC - " 

allotment from armed services 
seasonal worker ; 



Public Affairs Pamphlets, 
y jVhat Inflation ^rtd Tig^i 
Money Mean to You 

The"^ Lengthening Dis- 
tance Between the Hayes 
and the Havenots, Jour- 
^ nal of Home Economics ^ 

Sinclair, THE JUNGLE 



Deflation / ' 

Recession , » / 

GENERALIZATION: 

TThe Consumer Price Index records the relative purchasing power of the dollar arid often is an index of 
fluctuations in the economy; therefore, individuals who base some of their economic decisions on these 
conditions may enhance^heir own efficiency as well as that of the whole economy. 



INCOME PROCUREMENT 



VOCATIONAL 
CHOICES 



Requiremenb 



Benefits 



Considerations^ 



Information 
— 



RESOURCES 



CONTINUOUS 
EDUCATION 



1 



/ 













— — ^ 




Types 


Levels' 


Purposes 


Information 


Requirements 


Cq^s 






i 




^— — 
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Human 


Financial 


Community 













Total Effects on li%lividual, 
Family Communlty.and Society 
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INCOME PR^UREMENT 



OBJECTIVE: 




The student/Tdeiitiftes and uti^^^ available resources in reaching his goals in terms of his 
potential capacities and as a way |o achieve personal satisfactidns, ^ 



CONCEPTS 



R^s 



isources 



Hum^n 



Material 



Community 



Learning 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Superintendent of Docu- 
ments, U.S. Gov't Print- 
ing-office, Foo(J Stamp 
program 

"Don't Throw . That 
Away! Somebbdy- Col- 
lects It", Changing 
Times . ^ 

"Spending Cash Can Be^ 
a Way to Save", Chang- 
ing Timesi . 

Have a person who has 
supplemented his income 
by the useg^his skills 
& talents^^Wil^i^ class. 




. 'Brainstorm available' resources of the in- 
dividual and family. Discus^ how these tal- 
ents and skills can be used to learn and sujJple- 
ment income. Example: A wife improved Ijer 
skill at baking and decorating. She did baking 
for friends and relatives. This provided her a 
source of additional income. She was using 
her skill as a resource. * 

Discuss ways^in whillh interchange and ex- 
change of services can* be utilized to. secure 
added income .a«d personal satisfaction. 

Identify ifiaterial resources to extend income, 
such as; food stamps, advertising, coupons. 
Show the increase in income by use of food 
st^ps versus use of cash. 

/"tlave representatives from publiq and private. 

aj^encies identify available community ser- 
. vices and' explain how they can be utilized to 
indit'ectly supplement family income. These 
agencies may include clinics/child care cen- 
ters, planned parenthood, legal aid, and boys 
clubs. 

Have a rap session on supplementing income 
by individuals \yithin/ the family , such as: 
Teenager, Grandpareijlt, other, 

GENERALIZATIONS: ^ ^ 

Resources are available to people in varying degrees. The use of these resources determines how com- 
pletely one reaches his goals^ and achieves personal satisfactions. • . > 
Various forms of^rekl arid psychic income may be used to increase one's net worth in relation to his 
initiative, ability, and desire. 

Community resources are capable of providing various goods and services which may assist in attain- 
ing and enriching individual objectives. 



IN^COME PROCUREMENT-! 



OBJECTIVE: The silidient exptores »nd investigates jqb opportuiiities he xomidei^ apprdpriate to^his 
abilities and interests in order tQ function in sod^^^ ^ < 



CONCEPTS 
Vocational requirements 

- Education . . 

Personal |^ 

♦ Financial ^ 

Benefits & 

Other considerations 
' Sources of infonnation ^ 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



4 



Identify the various ways in which pne can 
find a job, employment agency, ne^j^spaper, 
and yellow pages of telephone book. 

Invitie representatives from public employ- 
ment agency to come and explain jobs avail- 
. able, j 

Arrange for the group to go to public em- 
ploytnent agency for testing arid job identifi- 
cation/ if desired. 



Role^lay different job interview situations. 



Representatives frpm 
Public . ' Employment 
Agency (> 

Vobs in Tfie' 70's— 
Where They'll Be," 
Changing Times 



GENERAtlZATIONS: 

In making a clecisiori relative to job opportunities one should -consider the costs involved in terms of ^ 
education and training required. • . . / 

Time commitment Remands, personal dedication, and financial demands differ with the occupation 
and will be viewed afs a determining factor in job opportunities. 

* The kind ofjob oneliolds and the iiegree of succes^will affect his economic values and income. 
Psychic income has non-material returns such as pleasure and satisfaction which ate to be iconsjd^ei 
in the total concept of the job. / . ' 

There-are numerous aspects onfc considers in jt)b opportunities if his selectioiT^a job is to be compat- * 
ible with his competencies and his economic and personal goals. ' 



■ * 
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INCOME PROCUREMENT-3 



OBJECTIVE: The student identifies and examines private and public agencies, on tlie local, state, and 
national levels wliich will enable him to secure continuous education and training in order 
' to^chieve personal economic satisfactions and self-fulfillment. » 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Educational Ageiicies 

* Types ' ' 

Training provided . 

■ / * - 

Sources of information 

Admission require- 
ments \ 



Superintendent of Docu- 
ments, -U.S. Gov't Print- 
Office, Learning for 
Earning; New Oppor- 
tunities for Paycheck 
Education 



Have the student locate information which ^ 
he could use to find training opportunities 
which would help him upgrade his abilities 
on the job or retrain. 

, . * y^- ' 

Develop and discuss case studies such as:Mrs. 
Brown, mcilher of four children, haU been on 
/ welfare for twelve .years When she was rec- 
ommended to the Extension Department as a 
trainee in the Nutritioji Program. The man- 
ager of the housing project liad recommended 
. her because he had observed her , conscien- 
tiousness as Vmbther and homemaker/ Be- 
cause she _had been confined with small 
children and had little contact with th£ work- 
ing World, she lacked Confidence .in her 
ability. How will this training enable her to ' 
achieve personal ecpnomic satisfaction and 
^ seliWulfillment? V . V 

. Have a pers0n who^ has had recen| retraining 
' for a job explain the program and how it has 
aQded to the family income and/ or personal 
satisfaction. * V 

GENERALIZATIONS:"^ 

Different types and levels of education are available to the individual at various stages of lifejto assist 
him in achieving personal ^d economic satisfactions. 

Training proVMe^ by one or more educational agencies* may assist in raising an individual's economicr 
lever or increasm^^ v " . 

Information about education opportunities is'readily available; itslUse may help one choose an ap- 
propriate educational agency. , / 

Tlie governing body of the educational agency sets requirements which the individual meets if he is 
accepted into a program. 
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INCOME PROCUREMENT-4 



OBJECTIVE: The student recognizes, and accepts the total effect that his income procurement will have 
on the individual, the family, the><ommanity, and the society. 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIjP^CES 



RESOURCES 



Income Decisions 

Effects > 



Results 

■ <* 

Evaluation-. 



Case Study:' 

^ Mrs. Jones, mother of two girls, agefS 9 
and II and a boy, age 14, had 'always man- 
aged to support her children by working af 
a factory on the 10:00 pm to 7:00 am shift. 
She had been divorced for about four^ears. 
The father contributed some to the support, 
of the children. Recently Mrs. Jones was 
laid off from her job. Soon unemployment 
.will run out. Mrs, Jones, is a.^ery proud 
person and does not want to ask for aid. 
What do you suggest as a solution to Mrs, 
Jones' problem? 

Analyze and discuss as to effects, results and 

evaluation. , • 

Discuss various family /crises. Identify pro)E)- 
lems to be solved and i^xamlne possible solu- 
tions. / 



•Family situations selected 
from daily newspaper 
and nJagazines, ^ 



GENERALIZATIONS: 

The manner in which income is procurred, a^ wellas the amount of income, affects directly the volume^ 
and quality of 'goods and s^rvicQ^ produced and consumed in an economy^ ' , 

The individual should, after an evaluation, be able to accept, or if necessary pursue a more satisfac- 
tory alternative of income procurement in order to/Weet his ])ersonal economic goals, 

■ " ■". ■■■■ -. a/ 




_ ■ ; , -10 

14- 



ERIC 



'6 



CONSUMER 
BEHAVIX)R 
DEXERMINANTS 




MATERIAL. 
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CONSjUMER BEHAVIOR DETERMINANTS 



OBJECTIVE: The student alters his consumer behavior When he recgonizes the need for change through 
an identification of the varying influences which aflfect his philosophy of deci^iotf-making. 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Dectsion-making 
philosophy 



Influencing Uctor^y^ 

Goals ^ 

/ Values 

Wantg, 
Experiences 

Problems 

Emotions 

Habits ^ ' 

* 

Activities 
Needs . 



Select pictures illustrjating different - wants 
and needs. Arrange in order of preference* 
Discuss ^ factors that influenced individual 
decisions. <^ 

Observe the different types -of consunpier be- 
hi^vior and identify factors' which iSly influf 
'ehc^ the particular behavior in the individual 
consumer, ^ ■ 



Brainstorm the influence which goals, values 
and experiences have on the individual's, 
philosophy toward decision-making. 



A tour of a supermarket, 
furniture Store', or bank,, 



. "Social Class an<l Life 
Cycles as Predictors of 
Shopping Behavior,'' 
Journal of Marketing 
. Research > 

"More$ in Consumer Be- 
\ havior/' Atlanta Eco- 
\iiomw Review 



Cheskin, HOW TO PRE- 
DICT WHAT PEOPLE 
WILLBVY ' 



GENERALIZATIONS: 

Our philosophy of decision-miking should be affected by our needs, wants, and experiences so that 
the goods and services we select will draw us closer to the goals we have set. 
Our philosophy of decision-making is sometimes affected by our emotions and habits. 



CONSUMER BEHAVIOR DETERMINANTS-2 



OJBJECTIVE: The student jrecbgnbces satisfactions which come from his consurfier behavior and shows 
empathy for olher peolple who make decisions different from his own as a result of his^ 
. ■ identifyinf^aig^ understanding of the varyinff influences which affect his personal values 
and goals. . .. ' . ' 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCfeS 



RjgSOURCES 



Values and Goals 

Lifestyle. ' i 
Contemporary Group 
Socio-economic levdl 

Social status* 



'a 



Cas.e l^tudy: My neighbor bought a car when, 
in my \opinion, they needed a washer more 
than a par. But I understand this was his, de- 
cision. Aji^lyze the faotors which might have 
influenced both decisions: 



/ 



Discuss: * ' 
Ypung Jim: "Why can't w^ buy a stereo?* 
\ EverydiJe else has one." . 
MotWr: "We can*t- afford it, We're saving 
Jjip^et for a trip back home to see 
Grandmother." ' 

Panel discussio^i on "(lifferent ways of finance 
ing a wedding: Italian, Slovak, formal and 
informal. 



Public Affair^Pamphlets, 
When you Gamble— You 
Risk More Tftan Your 
Moneyp " 



Packard, THE STATUS 
SEEKERS 

Packard, HIDDEN PER^ 
SUADERS 



Customs 
Quality of Life 

f V 

. psychological factors 

' Security . . ° * ' ° 

Sex appeal ^; ; > 

Self-satisfaction , ^ . * ' . 

V Status ^ * V ' ^ 

\ . ■ ■ " ■ ■ . • " . ■• . ■ ^ ^' '■\ 

GENERALIZATIONS: " . . . 

At various times in the life cycle, contemporary groups or social status atfe such strong influences that 
some people buy goods ot services whieh they do not enjoy or even want; therefore, goals may never 
njaterialize. : ' * \ 

The individual's and the family's quality of life, life style/ socioeconomic level and customs may deter- 
mine the consumer's decisions; therefore, his behavior in the hiarketplaceXwilVbe eviSienced py the 
combination of goods and services chosen. 
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CONSUMER BEHAVIOR DETERMINANTS-3 



OBJl^CTIVE: Tfie sftident demonstrates he can use his current recources to nieet*his needs and ivants in 
. " , a responsible and legal' manner as a result of his understanding of the human and material 
^ resources that influence consumer behavior. 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIElilCES 



RESOURCES 



Resources-, 
Material 

♦ 

Service 
Income 

Goods . 



Discuss buying versus repairing the sofa in 
following situation: 

The Sofa has a broken spring at one end 
and the arms are si^jabby. 
Include in the discussion material and hur 
man resources such as services, type 'of ma- 
terials, skills atid tatents, responsible dealers, 
and contracts, * 



Caplovitz, raE fOOR 
PAY MORE 



Marketing Media 
Advertising 
Peraonal Selling 

Human 
Skill 

Knowledge 
Talents 
Time 
Energy ' 



Field trip to Goodwjlf store. through bins 
and discuss which used or hand-me-down 
clothing can be restyled or made over for in- 
dividual class mebers and other family mem- 
bers. Discuss human resources • required to' 
fulfill the need.^ . 



GENERALIZATIONS: 

Individual and family consumer behavior influences, and is influenced by, the use of humaji and ma- 
terial resources; therefore, th^ consumer should manage these resources to reach his recoghized goals. 

Families^and individuals place varying degrees of importance on material and human resources; there- 
fore, the use of limited resources and the substitution of available for unavailable resources is some- 
, times necessary to increase the effectiveness of meeting consumer needs and mnts. 
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CONSUMER ALTERNATIVES 



DECISiON MAKING PROCESS 



« 














Identify 
Want or j? 
Need 


Analyze^ 
Alternative's 
ihT^msof 

; Goals, Values, 
Resources ' 


Select One , ' ^ 

or Two 
Alternatives 


/ 

. Guidi 
Con 
Deci 


s And 
trol . 
sjons I 


Accept 
Con^uences 
and^esponsibility 
of Decisiott 


- Evai 
Decision 1 
Refei 


uate 

[or Future 
rence 
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CONSUMER ALTERNATIVES 



OBJECTIVE: the student deinon^tr«tes that he can use the decfsioikitigking process in making 
decisions to meet his wants and needs. . 



economic 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



.RESOURCES 



Decision-making process 

Define want or n0ed 

Analyze^ aJternatives^in V 
teri^^of goals 

Select lone or two , 
alternatives" ' ' \' ; 

Guide and Control 
decision 

Acpept • consequences/. 
^ , responsibilities of ' 
decision 

Evaliiate decision for 
future reference- ' 



Analyze the decision making process involved 
Jn making the decision iri the situation de-" 
'scribed below:'— 

A woman wantsr to buy a wig. She has a 
problem of sejf-identification' and wants to 
improve her image and feeling* of self-con- 
fidence. However, she^ also wants to pay h^r 
rent which is three months behind and buy 
' some needed clothes for her children. 

Divide class into groupjs and give each 
group a description , of other situations of a- 
family and analyze the decision-making proc- 
ess involved in deciding whether to purchase^ 
§uch items as a used .car, color television or 
clothing for the family^ 



"Are You a Smart 
Money Manager? Take 
This Test," Changing 
Times 

Milton, HOW TO GET 
A DOLLAR'S- VALUE 
FOR A DOLLAR SPENT 

Institute of Jt^ife Insur- 
ance, Your Finariciai 
Worksheet, /a Guide for 
Women Returning to the 
Job World . 

Texas Tech University,. 
Texas Consumer Educa:^\ 
tion, for Families with 
Limited Incomes . * 



GENERAUZATIONS; ' ... 

The skillful use of the decision-making process which is influenced by motives/ needs, jgoals, abilities, 
\ habits, situaflons, attitudes, ahd the expected outcome of the alternatives can develop a satisfying 
life style. ' \ . ^ , 1 

Rational chdice ahibng the consumer alternatives becomes more complex as more goods and services 
" become available and more ways of merchandising confront the consumer. 

When a consumer evaluates alternative courses of action, he may arrive at an econoniic (decision which 
.will lead to results more satisfying: than those made without considering alternatives. . , 
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CONSUMER ALTERNATIVES-2 



OBJECTIVE; The student develops and recognizes the value of a flexible plan for the use of his money, 
when making economic decisions among various alternatives. 



CONCEPTS* 



SUGGESTED LEARNING AND 
EVALUATlbiN EXPERIENCES 



RESOURCES 



Planning considerations 

Resources 

' Values and goals 

Wants and Needs 
* 

Unexp^ctied circum- 
stances * . 



Superintendent of Docu- 
nfent^ y.S, Gov't Print- 
ing Office, Managing 
^JYour Money^A JP^atpily 
Plan ' ' . 

Superintendent of Docu- 
' ments^ U.S. Gov't Print- 
ing^ Office, Retired 
\. Couplers Budget, 

Agricultural Extension: 
Service, Cents and Sense 



Mrs» Kelly, the breadwinner, and her four 
Children moved into a large rented spacious 
house during the summer to give the children 
plenty of living and play space. During cold 
weather the utility bills increased from $30,00 
to SUO.OO per. month. Finally they cu,t off her 
light and gas services the first of March. List 
the alternaiives;JVfrs. Kelly faces in solving 
her problems' ofYesoiirces, values and goals, • 
wants and needs, 

Mrs* Bea Went to the store where she had 
. planned to buy hamburger, but she had a few 
exfra cents so she thought she would have ^ . 

strawberries ai an extra treat. On arriving at 
the store she, saw a beautiful chuck r^ast. - / 
What alternatives would you make if you ^ 
were in her place? Why? . • 

An elderly AVoman worked for years and pajd • - ^ 

^ ^ for a burial insurance policy. Upon rfeaehing * ' 

retirement age she is faced with accepting 
Aid to the Aged, but in order to receive this . 

aid she must give 'up^her insurance policy, - . , 

' , Invite a representative from anMnsurance / * 

company and a represe|itative from the Wel- 
*fare Department*^ Division, o^ Aid to the: 
Aged to Jead a discussion on this. 

GENERALIZATIONS: J ' v : 

Planned spending helps the consumer obtain maximum satisfaction from the income he has'availr 
able; however, when one*s income fluctuates he must be more aware of the need for Ipng range plan- 
^-ning in order to meet the continuing individual and family needs. ; 

Consumers need to learn to evaluate advertising statements, labeling information, silesman*s claims, 
and other factors involved in decision-making so that they understand how consumer choices affect)- 
goods and services availatble, their prices, and the economy^ , \ ^' ' 

Consumers should learn to exerdse basic^principles of opportunity costs and make intelligent choices 
among goods and services in order to secure maximum utility, health, and satisfaction. 

Tliere are many kinds of economic risks, which may be shared by individuals, protective services, and 
insurance companies^^^ i . » 

Satisfactions from decisions are influenced by the relative importaijce ojf short and long term goals^ 
the amount of risk and uncertainly inherent in the situation, and the cost of the results. 
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RIGHTS AND 
RESPONSIBILITIES 



MULTIPLE- 
CONSUMER 




RIGHT 

TO 
SAFETY 



RIGHT 
TO BE 
INFORMED 




RIGHT 
TO 
CHOOSE 



RIGHT 
TO BE 
HEARD 



RIGHT 
TO BE 
PROTECTED 



{ximlne 
merchandise. for 
safety feSitures 

Foltowfuse- 
andcare 
instructions 

Report 
• unsafe products 



■A 



Analyze 
Advertisements 

Keep informed 
about new 
products ^ 

Check care 
instcuctij)ns before 
- ^Jiuyjng 

Seek additional 
informatioli if ^ 
neCejjiary ^ 



, ^Be selective 

**■ ■ , 

Recognize 
income limitations 



Be honest 
in dealings 

\ Treat I 
merchandise 
Mgfith respect 



To voice complaints 
and satisfactions 

To make 
suggestions 
for product 
improvement 

To know where to 
go for help 



Be informed and. 
respect existing 

;laws and 
' standards 

Be informed of 
ojie's rights 

Accept responsibilities 
as a voter ^ 

"^^^port voluntary 
organizations 
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ROLES, RIGHTS AND RESmSIBILITIES 



OBJECTIVE: The student identifies tfit roles of the fani|i^ members as consumers the extent that he 
realizes; the consumer Is the final determiner of what is produced in the marl^etplace. 




SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



In are^s of concentrated welfare recipents 
\vhit| bread is demanded by the residents of 
the dommunity. The grocer stocks more of 
tjiis bread to nfeet the defhands of, his cus- 
tomers. He does not stock a variety of breads 
for which his customers do not ask. Compare 
merchandising with stores in more affluent 
neighborhoods as to supply and demand. 

A group of mothers wanted their children to 
go to Greenfield Village* They could not af- 
ford it, individually. They got together and 
held bake sales> rummage sales and had other 
money making projects. The proceeds from 
these projects were deposited in a savings 
account. The group chartered a bus for the 
children, provided lunches, and gave each 
child enough money for a souVenir. What 
were the advantages of this, cooperative effort 
to everyone involved? 

Make a. trip to a pawn shop and discover how 
they operate in relation to the .consumer. 

;Shop for Credit. Investigate lending institu- 
tions, such as^banks, credit unions, and other 
financial institutions. " ' 



RESOURCES r 

PSwn Shops 
Bank 

Credit Union 

Small Loan Compahies 

Savings & Loan Companies 



"Better Deal for Ghetto 
Shoppers, Harvard Busi- 
ness Review 

AMA Proceedings, Mar- 
keting in the Low-Jncome 
Neighborhoods 

Wade, FROM BARTER 
TO BANKING^ 

Superintendent of Docu- 
ments^ U.S. Gov't Print- 
ing Office, Consumer 
Buying Indicators ^ 

New .Republic^ Ghetto . 
Merchants 

Csiplovitz, THE Pi)OR 
PAY MORE 



• University of Texas, 

' Children as^ ' Consumers 

Individuals and families can^romote their economic welfare by using their consumer rights and ful- 
* fiUing consumer responsibilitfes in the marketplace* 

Most consumei^ assume the vamous roles of buyer, saver, borrower, and investor over a period of time; 
therefore, they should understand the relationship and influences of one upon another. 
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ROL£l», RIGHTS AND RESPONSIBILITIES-! 



OBJECTIVE: The student shows his understanding of the vafious contributions possible for a producing 
member of the community. >. 



CONCEPTS 



SUGGESTED LEARNII^G AND 
EVALUATION EXPERlfeNCES 



RESOURCES 



Producer 

.Employer , 
Worker ^ 
Non-monetary 
. Learning Experience 



Have class organize & plan an emergency 
fopd bank* How would you go about organiz- 
ing and planning an Emergency Food Bank ^ 
for your community? Why would a com- 
munity food bank be necessary and how 
would you go about organizing it? How many 
families could function in this foodbank? 

Use a paycheck stiib as aii example to show 
the various contributions made by the worker, 
such as: social security, taxeSj union dues, 
' credit unions. 

Have the class identify and explore the dif- 
ferent talents of citizens in their community 
and how they could be utilized toward making 
the community a better place to live. ' 



Interest group stock in- 
itial food bank, partici- 
pants replace items bor- 
rowed 

*Tood Shopping Tips," 
Family Circle 

Money Management In- 
stitute, Spending Your 
Food Dollar 

Miller, RICH MAN, 
POOR MANr THE DIS- 
TRIBUTION' OF IN- 
COME IN AMERICA 

"Training Hard-Core Job- 
less: The Record after. 
Two Years," U.S. New^ 
& World Report - 

"Tricks to Help You 
SavQ,'' Changing Times 



GENERALIZATIONS: ' 

By assuming his various roles as a producer, the individual can contribute to the productivity of the 
Economy and also efirn money. , ' . \ 

. ' ^In order to be an effective producer in our society, each individual should understand his yarious pro- 
ducing roles as a worker, as an employer, or as a contributor of a non-monetary nature. . 
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ROLES, RIGHTS AND RESiPONSIBIUTIES-3 



OBJECTIVE: The student differentiates among the roles that individuals assume as citizens anjl/^ec- 
ognizes how these roles influence himself, his family, and society . 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Citizen 

Individual 
Family membeE 
Voter 
Tax Payer 



Role^lay how a usually honest citizen may 
. support crime, (shoplifting, *'hpt" goods) 

V Analyze the consumer ,credit transaction 
. problems the community faces and identify 

tj^pse advocates who could best solve these 

issues. 

Discuss how citizens can change things they 
do not like. Discuss voting regulations 

Discuss how taxes al^ a part of ones life. 
Have each student keep a- list Of items on 
which he paid talxes during the past week and 
how much he paid. How is this tax money 
used? Identify other kinds of taxes the stu- 
dents pay, how they are usfed, and how they 
, effect thef individual and the community. 



*The Other ^i^e of the 
Poverty Prob^^m," ChaU 
lenge, The Jjijfagazine of . 
Economic Amirs 

Social Secu^ Adminis- 
tration, mghts and Re- 
sponsibimies of Those 
^ Who Refeive Social Se- 
curity Retirement and 
Survivors Benefits 
Filmstrip: Big City- 
USA.! Eye Gate House, 
Inc. 

"Aiding the Poor,'' Wall 
Street Journal 

Sternlieb, THE TENE- 
MENT LANDLORD 



GENERALIZATIONS: 



Ohio State Bar Associa- 
tion, You . . . as a Land- 
lord or Tenant ' 



The consumer who recognizes his rights and responsibilities can fulfill his role as a consumer citizen* 

A citizen who assumes his various roles as a family member, a voter, and a taxpayer will contribute 
to individual family, and society's growth. 



ROLES, RIGHTS AND RESP0NSIBILITIES--4 



OBJECTIVES: Thct student makes informed choices so that he can compare goods and services and select 
the alternatives which meet his needs. > / 



,4^ 



CONCEPTS 



SUGG?;STED LEARNING ANP 
EVALUATION EXPERIENCES 



RESOURCES 



Right to Choose 

Responsibility to: 
Be selective 
Treat merchandise 
with respect 
' Recognize income 
limitations 
Be honest in dealings 
• Do comparative 
shopping 
Buy goods that are 
efficiently produced 



Have students do comparative shopping for a 
color television in a discount store, an appli- 
ance store and a department store. Discuss 
points to be considered in comparative sliop- 
ping such, as how it is financed, cost of fi- 
nancing, cost of item, contracts and guar- 
antees, and services rendered. 

Have an aiitq mechanic from a vocational 
school come in and alert the class in what to 
looki^fot in selecting a good repair shop. 



S^tate of N.Y. Banking* 
DqPU Buying on 'Pme? 

^Bay Area Neighborhood 
Development, WliaVs So 
Good About Credit 
Unions? 

Teaching Unit: Ump- 
teen Ways People Shop> 
J.C.^ennyCo.^ 

Installment Buying, 
Coronet Films 

Auto Mechanic 



GENERALIZATIONS: 



Individual and family choices influence and are influer(ce4y\y market conditions and marketing prac- 
tices;* therefore, the consumer should choose the goojis J^nd services that meet his needs in order to 
communicate his desires to the produceif. / 

With the right to choose, the consumer Avill influence g^^ater efficiency of the economy and eventually 
reduce prices by being selective, »by being a comparatiy^ shopper, by recognizing income limitations, 
and by buying goods that have been efficiently pipduced. ' * 
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ROLESV RIGHTS AND RESPONSIBILITIES-5 



OBJEGTIVE: The student communicatSs^o proper sources documented complaints and suggestions of^ 
consumer interests - ' ^ 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Right to be Heard 

Responsibility to: 

Voice complaints and 
suggestions ^ \ 

Make suggestionsfor 
product and ser- 

, vice improvement 

Know where to go 
for help 



invite a .speaker from the Better Business 
*;Bureau to discuss; what it is and what it does. 

Take the class on a trip to the customer ser- 
* vice department of a local leading depart- 
ment 5tore, a utility company; and yodr 
qbunty courthouse to discover all the services 
available to you. 

Invite a food inspector from the Health De- 
partment to speak to the class in relation to 
communication and cooperation among con- 
sumer, business, and government resulting in 
product improvement and increased business 
and consumer satisfaction. 



Community Legal As- 
sistance Office, Your, 
Rights and Response 
bilitiesAsa Tenant 

Community Legal As- 
sistant Office, Your Wel- 
fare Rights and Respon- 
sibilities:^ Under the 
4FDC Program s 

Federal Bettet^ Business 
Bureau, Ttie Better Busi- 
ness Bureau Story: ''You 
Are the Victim 



GENERALIZATIONS: , . . ^ 

The individual is obligated to ta)ce an interest in and responsibility for being an informed consumer 
citizen if he desires to improve and protect .personal consumer power and the economic system. 
Public interest and cooperation are necessary for promotion and enforcement of laws which protect the 
consumfer. - ^ • 

Communication and coioperation among consumer; business, and government -will result in product 
improvement and business and consumer satisfaction* ^ 
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ROLESi RIGHTS AND RESP0NSIBIUTIES^6 



OBJECTIVE: The student identifies qualities of goods and services that endanger We or safety and 
demonstrates his abilft^^ t0;^select and use products that are based on safety features. 



CONCEPTS 



SUGGESTED X]E:ARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



Rifht to Safety 

>^ V 
Responsibility to: 

' Examine merchandise 
for safety features 

Follow use and care 
instructions v 

Report unsafe pro- 
ducts 

Study product safety 
ratings for reliable 
sources 



GENERALIZATIONS: 



Have a coffee group meet in the center. Prior 
to the meeting set up hazardous househpld 
situations such as cleaning products, asprin, 
frayed cords, toys, lead base wall paint. Have 
members of the group identify the hazards 
and discuss how to avoid and correct them. 
What safety standards must be met by Law 
within the housing area concerning these 
products? ^ 

Have a Public Health Nurse discuss the mis- 
use of drugs and other household products, 
sources for emergency ^id and where you can 
get reliable informatiibn concerning proper 
use of drugs. Ij 

Discover hazardous arias for children in your 
community; identify ways in which these 
might be corrected ana procedures to follow 
to have them corrected* 



Nader, UNSAFE AT 
<s^NY SPEED: THE DE- 
SIGNED IN DANGERS 
OF THE AMERICAtf 
AUTOMOBILE 

. Public Affairs Pamphlet, 
Fads, Myths, Quacks— 
and Your Health 

Superintendent of Docu- 
ments, U.S. GovH Print- 
ing Office, How the FDA 
Works for You 

Carson, SILENT SPRING 

AMA Dept. of Investiga- 
tion, Facts' on Quacks— 
,What You Should Know 
About Health Quackery- 



If indi\aduals, businesses, and manufacturers share in the responsibilities for providing safe joods 

and services the heaUh and satisfection of the members of society will be enhanced. 

■ ■ ■ * 

If the consumer will take the responsibility for examining products for safety features, follow use and 
care instructions and report unsafe products to th| proper source, safety standards and increased con^- 
sumer satisfaction may result. 



34 



ERIC 



ROLES,.RiaHTS ANDJtESPONSIBILITIES-7 

. ii-' . ' ~ 

■ ■ f. '. " 

OBJECTIVE; The student analyzes and uses information published by agencies and businesses when 
m^ng consumer decisions* 



C0SCEPTS 



Right to be informed 

Responsibility to: 
Analyze advertise- 
ments 
Keep informed about 
new products 
V Check care instruc- 
tions before buying 
Seek additional in- 
formation if needed 



SUGGESTED LEARNING AND 
EVALUATIONl:XPERIENCES 



RESOURCES 



Discuss and collect examiples of various terms 
that are used in advertisements and what they 
mean such as wash yfc wear, sanforized* per- 
manent pressed, teflon. Good Housekeeping 
Seal of Approval, and U L Seal 

Have students make and distribute brochures 
of agencies and publications where members 
could secure additional information about ser- 
vices and products. The brochure might in- 
clude the l^gal Aid Society, Better Business 
Bureau, Consumer Reports, and the public 
library. ' ^ 



The Sperry & Hutchin- 
son Co., How to Be a 
Better Shopper 

Sears Roebuck,^/! De- 
par tmem Store in the 
Ctoroow, Hidden Value 
Series 

Better Bujonanship 
Books, CLOTHING, 
DOLLAR SENSE, 
FOODS, and HOME 
FVRNJSHINGS 

Household Einknce Cor- 
poration, Maney Man- 
agement Library & 
Money Management In- 
stitute 



Superintendent of Docu- 
ments, U.S. Gov*t Print- 
ing Office, Consumers 
All: The Yearbook of 
Agriculture 196$ 



GENERALIZATIONS: 



If the consumer utilizes public and private agencies and organizations, he Can obtain information 
which will aid him in making informed choices. 

If informed citizens support and cooperate with government and private agencies, the quality of goods 
and services could be improved* / 
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ROtES, RIGHTS AND RESP0NSIBIUTIES~8 



OBJECTIVE: The student identifies and usfes the aid and protection afforded the consumer by business, 
government^ and independent organizations* i . ^ . o 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCKS 



Right to be lirotected 

Responsibility to: 
Be informed of and 

respect existing 

laws and standards 
Be informed of one's 

rights * 
Accept responsibiiity 

as a voter 
Support voluntary 

organizations 



Have someone from the public i:^lations di- 
vision of the police department come out and i 
speak to the class about personal protection | 

Take the class on a trip to the Credit Bureau 
and have someone discuss the purpose of the 
Bureau and the rules and rdfeUlatiohs govern^ 
ing the u^e of credit- I ' 

H|iye a display of .various types of 9ontiS|cts|/' 
Discuss the terminology of the coiitra;<its and 
the consumers* rights and responsibilities in 
the use of contracts* 

Have, a representative from the ^League of 
Women Voters talk to the class about their 
rights and responsibilities as voters, and dis-" 
cuss how to vote, use of the vote, and the af- 
fect of the vote on their daily life. * 



Labor apd Industrial Re- 
lations Center, Don*t Get 
Gamisheed 

Film: Tfie . Owl . )Vfw 
Gd\w a. Hoot, Coopera- 
League of the U,S A ;> ' . 

"Five Common^ftauds, 
and How to Avoid 
Them,*' Reader's Digest 

vr- ■ .. . • 

, **Co"ngress Probes Door- 
to-Door' ^ellinfe'' • Sajes 

jMmagement 

^' * . ■ . . \ 
Superintendent of DocU- 
m'ents, U,S, GoV^t' Print- 
ing /Office, 'How the 
Postal Inspection Service 

, Protects You Against 
Mail-Fraud 



GENERALIZATIONS: . " 

The consumer can better provide for self-protection if he accepts his responsibility as a voter Sind 
understands his rights to be assured of satisfactory qualfty and service. * ' 

Individuals, groups, and families as consumers are protected by federal, state, and l6c^£ laws from 
hazardous and ineffective goods and services, fradulent information and unsatisfactory qyality; there- 
fore, the consumer has a responsibility to encoutage legislatibn and support these laws. ^ 
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PUBLIC AND/OR PRIVATE 



COMMUNITY RESOURCES-1 . 



OBJEGTIVE: The student is knowledgeable about eommunity resources and identifies those^ which can 
' supplement an individuars income or satisfactions ^hen necessk^ , ^ 



CONCEPfS 



SUGGESTED LEARNING AND 
EVALUATION EXPERIENCES 



RESOURCES 



liocal 



Busiiiessmen*8 ' 
organizations 



I's clubs 



Religious organizia- 
tions 

Individuals 

bayXare Centers , 

kecreatton facilities 
(parks, museums, 
libraries) 

State 

Unemployment 
compensation 

Workmen's cDnipensation 

Public Welfare v 

■• .« / /'■ ■ 

Business.& ^Professional 
, ■ organizations / " 

Natipnaf ^ • 

Social Security 

Pepart of Agriculture 

Health, Education and- 
Welfare 



Have students identify resources in their com- 
munity which can be used to sypplenient an 
mdividual's or family's income* ^ 

Divide the class into four groups. Give the 
groups a menu plan for, a week. Have two 
groups shop with food stamps and two group? 
shop with the ainount of money that would 
be used to purchase foo^ stamps. Contrast 
the differei)ce in amount .of food" purchas'ed. 
Investigate the use of food stamps for their 
families. 

Field trip to public health clinic^ where a 
representative explains '.benefits which are 
available and requirepients \ for eligiblity 
such as innoculations, pre-natal care and pub- 
lic health services. 

Secure ai brochure from the Social Security 
Office and discuss benefits Which are avail- 
able." Identify benefits which are available 
* throughout the Various stages of the family 
life cycle and eligibility for each. / 



Churches 

' Welfare Agencies 
Clinics ^utpatient-city 
or county, public or pri- 

, vate agency) ' 

, U.S. Dj6part. of Agricul- 
ture, and. Food 
Stampk 

Superintendent pf^^ocu- 
menk!U-S. Gpy't I?rint- 
ing ' Office,' Kot^r Social 
Security. ^ 




GENERALIZATIONS: 

- Incdme can be supplemented by public or private community sources; therefore, if one knows, that 
resources are available, how to identify the ones which will best meet his or his family needs or wants, 
. and how to use these most effectively, he can supplement his income or increase his satisfactions. 

Community resources do not always provide acCUal money; therefore, goods and services offered by 
^)ublic and private sources may be considered as a supplement to income/*^ 

Income, monetary and psychic, may be supplemented by public and private organizations whose ser- 
vices are provided by social (taxes), contributions or private investments to meet needs, or wants of 
various persbns in. our society; therefore, the ideiitification of these services may morp efficiently 
match them with these needs and .wants. ' ; 

Numerous gob^s and services are provided by contributions to civil, civic, religious or various interest 
groups to meet specific needs and to enhance the general welfare of the community. 
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^ COMMUNITY RESOURCES-2 



OBJECTIVE; The student identifTes the protective agencies which can contribute to his protection, his 
rights and his envlronm^t, enabling-him to be knowledgeable abolut the services to the 
extent thai he «an make use of or assist in the activities involved in these services. » 



Commts 



SVmESTSED LEARNING AND 
EVAtHJA'IION EXPERIENCES 



Disbuss.,f^eral and local agencies such as 
fire dept., police dept; Better business Bureau 
Dept. ck Agriculture, and piental health dept. 
which operate in the communitjj. In what^ 
ways do they affect the "consuhier; what* 
might be the result if this service were not 
' supplied? ; 

Discuss nee^ for consumer protection by gov- 
ernment agencies. Point out problems in- 
volved in enforping the laws, the necessity 
of consumer cpopera^tion and the^ action con- 
sumers should tajce when they belii^e laws 
'have been violated. 

» / - V , . 

. ^ * . * ■ * ' " '/■-», 

Have class members write a letter to the^^tate 
'le^slators to find out what state agencies 
offer ien?!ces or enforce laws that protect 
the qphsiimer such as latieHng, advertising, 
frauds, ^ahd sanitation practices^ Report re-* 
plies to class. (; 



RESOURCES 



Fire Dept. * 
Police Dept. 

* County Health Dept. « 
Better Business Bureau ^ 
Consumer organizations 
Local Businesses ^ 

(insurance CO.) 

Stotc ' 

Mental Health ^ 
Dept: of Commerce ^ 

* Public Utilities Comm. 
Dept. of Agriculture 

* Dept. of Highways 
Dept. of Highways Safety 

, Natural Resources Dept. 
. Industrial Relations 
Voluntary consumer 

organizations 
Chamber erf Commerce . 
Financial' Institutions 
Legal Aid ' 
Professiortal Organiza- 
tions 

National . 

Consumer agencies 
Dept. of Agriculture 
; Qept* 6f Commerce 
Health, Education and 

Welfare 
Red Cross _ 
Dept. of Transportation 



Better Business Bureau 
Health Dept. 
Legal Aid , 
Local- Bar AsSoc. 
Courts (Domestic, 

Juvenile,* Family) ' 
Local Medical Assoc; 
Welfare Agencies 
Weights & Measures 
Local Grocers Assoc.; 
U.S.Dept. of Agriculture 
Retail Trade , ^ 
Retail Merchants * 
Health Clinics , Public ^ 

Private out-patient 

(City&County) 
Social Security Office 
County Extension Service 
Public School Systems 

(Special Service) . 
Churches y - 

Childrens& Family 

Services 
Mentfil Health 
AFL-CIO Consumer 

Division 
Alcoholics Anonymous 
Welfare Agencies . - 
Drug Abuse Coiftmittee 
Public Libraries 
Ohio Consumers A^ssoc. 
Bd. of Cpmmiiiiity & 
. Huihan Relation , 



CONCEPTS 



SUGGESTED LEARNING AND 
EVALXJATION EXPERIENCES 



i 



i RESOURCES 



Banking Servipes 
' City GovM Consumer . • 
/ Protection * 
" Pharipaceutical Assoc. 
/ Model Cities ^ ^ 

Public Housing AutWity 
Red Cross 

Office of Economic Op^ 
portynity 

. " . >y Family dr Domestic Courts 

. ^ V Credit Unions ' 

GENERALIZATIQNS: 

As more and more people live together, the individualV protection becomes a responsibility whjch 
is assumed by public arid private sources, offering services to the individual and aiding him to have 
better liying conditions; therefore, an understanding of these sources makes possible better and con- 
tinuing protection for all. , 

There are many protective services offered by agencies on the local, state, and national level and an 
awareness of these will^^elp an individual or family choose and make use of these services in order 
^ to better provide protection for himself and his family. ' 
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